A better understanding on relationships between future behavioural intentions and its antecedents allow ecotourism operators to manipulate their ecotourism products to optimize customer satisfaction, and improve marketing efforts. Although the relationship between previous visits and future behavioural intentions have been previously studied, less attention has been given on understanding the process of how previous visits interact with other key determinants of behavioural intentions such as trip quality, perceived value, and satisfaction to form future behavioural intentions. This study proposes a model to examine the role of previous visits in predicting future behavioural intentions to participate in ecotourism, and the relationship between previous visits and future behavioural intentions is modelled in a quality-satisfaction domain. Results suggest previous visits, trip quality, satisfaction and perceived value as important predictors of ecotourists' intention to revisit and recommend the destination, as well as their propensity to engage in ecotourism in the future. Trip quality was the most important determinant of future ecotourism behavioural intentions. Implications of the study are discussed in the perspective of ecotourism marketing.
H2: Previous visits directly and positively affect trip quality, H3: Previous visits directly
and positively affect perceived value, and H4: Previous visits directly and positively affect satisfaction) in an ecotourism context (Figure 1 ). Although the relationship between previous visits and future behavioural intentions (H1) has been established by previous works, the effects of previous visit on trip quality (H2), perceived value (H3) and satisfaction (H4) have not been well-researched. Based on Pearce's (1982) argument of tourism experience having a carry-over effect to pre-visit, on-site visit and post-visit stages, the presence of relationships stated in H2, H3 and H4 are examined.
Less attention has been given in the literature on understanding the processes of how previous visits interact with other determinants of behavioural intentions to form future behaviours. This literature gap is more apparent in tourism research. As in the case of other forms of tourism, ecotourism behaviour also involves destination choice, subsequent evaluations, and future behavioural intentions. Interrelationships between quality, satisfaction, and behavioural intentions have been studied by numerous tourism scholars (Compton & Love, 1995; Baker & Compton, 2000; Tian-Cole et al., 2002) .
Being a unique form of tourism, the antecedents of ecotourism behavioural intentions and satisfaction may vary from those of other conventional forms of tourism. For instance, hard-core ecotourists are more demanding for experience with wildlife and nature, and less demanding for service quality (McKercher, 2001) . For hard-core ecotourists, satisfaction derived from participating in ecotourism activities and wildlife observation is of greater importance than the satisfaction derived from superior service International Journal of Sport Management, Recreation & Tourism 6 quality. However, quality attributes are more important for causal ecotourists who account for a greater share of ecotourism market (Weaver, 2001) . Hence, the hypothesized model tested in this study explores whether the trip quality influences satisfaction (H5) in the context of an ecotourism experience (Figure 1 ).
Review of marketing and tourism literature can lead to confusion over differentiation of the two terms quality and satisfaction. For instance, an individual's reactions to attributes of a vacation destination may imply "satisfaction" in marketing literature, while the same may define "quality" in tourism literature (Compton & Love, 1995) . In services-based industries such as tourism, the customer is a key component of the service delivery process, and the role of customer significantly affects the overall service quality (Zeithmal, Bitner & Gremler, 2009 ). In the context of tourism and leisure services, past studies have attempted to discriminate quality and satisfaction constructs based on the differences between quality of opportunity and quality of experience (Compton & Love, 1995) . The quality of opportunity or performance refers to attributes of a service those are under service supplier's control, while quality of experience or satisfaction encompasses attributes that are under control of the visitor (Baker & Crompton, 2000) . In other words, satisfaction is a psychological outcome or emotional state of mind an individual has after a recreational experience.
Past studies suggest higher levels of satisfaction and quality lead to increased loyalty, repeated visitations, greater tolerance of price increases, and enhanced reputation through positive word of mouth communications (Baker & Crompton, 2000; Tian-Cole et al., 2002) . The hypothetical model proposed in this study examines the intermediary roles of trip quality (H8) and satisfaction (H10) in determining future behavioural intentions. Here, "trip quality" was considered synonymous with quality of performance. Attributes that are under ecotourism provider/ operators' control were measured in the perspective of visitors.
In the context of post-consumption evaluations, perceived value is the consumer's overall assessment of the utility of a product/service based on perceptions of what is received and what is given (Zeithaml, Bitner, & Gremler, 2009) . In other words, perceived value is the benefits received for the price paid. Perceived value is strongly related to customer satisfaction, and higher perceived value results in higher customer satisfaction (Bojanic, 1996) . However, it differs from concepts of quality and satisfaction.
Marketing scholars argue that consumer behaviour can be better explained using perceived value (Gallarza & Saura, 2006) . Empirical researches reveal the positive impact of perceived value on future behavioural intentions and behaviours (Petrick, 2004; Lee, 2007) . Petrick, Morais, and Norman (2001) suggest that satisfaction measurement should be used along with perceived value measures. Recent studies emphasize the moderating role of perceived value between service quality and satisfaction (Woodruff, 1997; McDougall & Levesque, 2000; Gallarza & Saura, 2006 ). An empirical study by Gallarza and Saura (2006) found that quality is an antecedent of perceived value, while McDougall and Levesque (2000) identified service quality and perceived value as the most important drivers of satisfaction. They further recommend incorporating perceived value and quality dimensions to customer satisfaction models. In a recent study on war-related tourism in Korea, Lee, Yoon, and Lee (2007) found that underlying dimensions of tourist's perceived value have a significant effect on tour satisfaction. Higher levels of satisfaction further influenced tourists to positive communications or destination recommendations to others. Hence trip quality, perceived value and satisfaction have been identified as valid predictors of future behavioural intentions. These theoretical and empirical relationships provide the foundation for alternative hypothesis "H6: Trip quality directly and positively affects perceived value", "H7: Perceived value directly and positively affects satisfaction", and "H9: Perceived value directly and positively affects future behavioural intentions" tested in the model. Founded on these theoretical and empirical relationships in literature, this study proposes a model to examine the relationships among key variables at each stage of ecotourism behaviour. The relationship between previous visits and future behavioural intentions is examined in a quality-satisfaction domain. The attitude-behaviour relationship is widely studied and acknowledged by behavioural scientists. According to the multi-component view of attitudes, an attitude comprise of cognitive, affective and conative components (Ajsen, 1989) . Rosenberg and Hovland (1960) 
Methodology

Sample
For the purpose of this study, four forest-based tourism destinations were chosen as study sites based on visitation records. Accordingly, Sinharaja Forest Reserve, selected. During the period of September, 2009 to January 2010, the questionnaire was administered at these four highly visited forest-based tourism destinations in Sri Lanka.
A total of 1360 questionnaires were administered with 340 questionnaires at each site.
Visitors over 18 years of age were interviewed at the forest recreation area exits while they were leaving.
Questionnaire
A structured questionnaire was the primary research instrument. Performanceconstruct measures suggested by Tian-Cole et al. (2002) were used to measure trip quality. Trip quality was operationalized by five items in the questionnaire. Six items were initially utilized to measure future behavioural intentions. Both trip quality and future behavioural intentions were measured using a seven point Likert scale anchored by 1 = strongly agree to 7 = strongly disagree. Previous visits, perceived value and overall trip satisfaction were measured using single items in the questionnaire, as suggested by previous works (Tian-Cole et al., 2002; Yuan et al., 2008) . The questionnaire was pretested using a sample of 25 visitors before finalizing.
Process
Data were collected during week-ends where highest number of visitors was expected. To minimize the selection bias, systematic sampling technique was adopted.
Accordingly, every one-in-three visitors coming out of the park exit was selected to administer the survey. Visitors who complied with the request to participate in the survey were interviewed while those who declined to participate were treated as nonrespondents. Prior to data analysis, data were cleaned by performing a consistency check. Incomplete questionnaires with many missing responses were discarded. Data analysis consisted of initial assessment of the validity of measurement constructs using a principal component exploratory factor analysis. This was followed by SEM procedure with Amos® to investigate the relationships among previous visits, trip quality, perceived value, satisfaction, and future behavioral intentions.
Results
A total of 547 individuals participated in the survey. Out of this, there were 525 usable questionnaires. This included 498 domestic visitors and 27 foreign visitors.
General respondent socio-demographic characteristics are summarized in Table 1 .
Approximately 68% of the respondents were male. Most of the individuals who participated in this study were in the age group of 18 to 25 years. Approximately 73% of the respondents had a high-school education or lower. This represents the highest level of education completed by respondents at the time that they participated in the survey.
The average monthly income for domestic visitor respondents was US$ 277, while the figure for foreign visitors was US$ 6,625. 
Model Constructs and their Measurements
Previous visits, perceived value and overall satisfaction were measured with single items. The construct "trip quality" was operationalized by five items measured on a seven point Likert scale. To evaluate the validity and reliability of five items in measuring the latent construct, a principal component factor analysis with varimax rotation was performed. The Kaiser-Meyer-Olkin (KMO) test statistic of 0.841 suggested the sampling adequacy to perform a factor analysis while significance (p = 0.00) in Bartlett's test of sphericity indicated correlated measured items. According to Hair et al. (2005) , factor loadings above 0.6 indicate independent variables identified a-priori, are well represented in a particular factor, while variables with factor loadings below 0.4 represent poor representation. Hence, for this study, a lower level of 0.5 was used as the threshold. Results confirmed that five items used to measure trip quality are uni-factorial, i.e. five items indeed measure the same construct (Table 2) . To assess the reliability of selected items in measuring the latent model construct, the Cronbach's alpha score was computed. It is generally accepted that a value greater than 0.7 for Cronbach's alpha indicates sufficient scale reliability (Cortina, 1993; Gliem & Gliem, 2003) . The Cronbach's alpha exceeded 0.7 for the set of five measured items of trip quality. A set of six items was initially used to measure future behavioural intentions.
Exploratory factor analysis conducted to assess the validity of measurement items produced two distinct factors with measurement items "interest to participate in ecotourism in the future", "willingness to participate in ecotourism in one year", "likelihood of participating in ecotourism in one year", and "willingness to become a member of an environmental conservation organization" loading on a single factor. Since the measurement item "willingness to become a member of an environmental conservation organization" had a poor loading on the factor (loading of 0.449), it was omitted from further analysis. A composite average score was computed for this factor, and this was named as "future involvement in ecotourism". To recheck the performance of the new composite variable/factor along with other two measured variables, a factor analysis was performed (KMO statistic = 0.58 and p = 0.001 for Bartlett's test). Yielding of a uni-factorial solution with satisfactory factor loadings indicated that the three items measured the same underlying construct (Table 2) .
Assessing the Measurement Model
The model was built in Amos and AVE scores were computed for the two latent variables using standardized regression weights for respective indicator variables, and results are summarized in Table 3 . Accordingly CR and AVE scores for both latent constructs "trip quality" and "future behavioural intentions" exceeded minimum threshold values, indicating satisfactory convergent validity. Table 4 . The AVE values for "trip quality" and "future behavioral intention" were 0.56 and 0.53 respectively. The squared correlation between the two latent construct was estimated to be 0.55. Based on the evidence, the latent construct "trip quality" met the criterion for adequate discriminant validity while "future behavioral intention" nearly met the criterion. Hence it was presumed that the measurement model met discriminant validity. 
Path Analysis and Hypothesis Testing
Path analysis method is useful in testing theoretically meaningful relationships among variables that are often difficult to specify in regression models (Schumacker & Lomax, 2004) . Table 6 The magnitude of standardized coefficient reflects the strength of relationship.
Accordingly, trip quality had the strongest significant relationship with future behavioural intention (standardized coefficient = 0.685, p < 0.001). Perceived value also showed a strong positive relationship with satisfaction (standardized coefficient = 0.482, p < 0.001). In addition, relationships between trip quality and perceived value, and previous visits and future behavioural intentions showed relatively strong positive relationships. In 
Discussion and Conclusion
The structural model developed in this study examined the ecotourist behaviour by exploring causal relationships among previous visits, trip quality, perceived value, satisfaction, and future behavioural intentions. Interrelationships among quality, satisfaction, and behavioural intentions have been previously examined by numerous travel research scholars (Compton & Love, 1995; Baker & Compton 2000; Tian-Cole et al., 2002) . The relationship between previous experiences/visits and future behaviours is also well documented (Morwitz, 1997; Ouellette & Wood, 1998) . This study investigated the mediating roles of trip quality, perceived value and satisfaction in the relationship between previous visits, and future behaviours. The model expands the understanding of antecedents of future behavioural intentions, and especially contributes to consumer research in ecotourism from the theoretical perspective.
An important finding of this study was that trip quality tends to highly influence future behavioural intentions. The direct influence of trip quality was found to be much stronger than the indirect influence through perceived value and satisfaction. These results contradict the findings of Chen and Tsai (2007) who reported insignificant or uncertain effect of trip quality on future behavioural intentions. In this empirical model, the trip quality was considered analogous to "quality of performance" described in Baker and Crompton (2000) , and only the attributes that are under the control of ecotourism provider/operator were measured in the perspective of visitor. With ecotourism being a unique and knowledgeable form of tourism that demands more for nature experience and less for facilities, one can expect quality attributes to be less important. However, as suggested by Weaver (2001) , quality attributes are more important for causal ecotourists who in general, account for the greater share of ecotourism market. A recent study revealed that the majority of visitors to forest-based attractions in Sri Lanka fall in to the category of soft-core or causal ecotourists (Perera et al., 2011) . This may explain the strong positive relationship observed between trip quality and future behavioural intentions.
In this study, the attributes measured to determine trip quality included conservational or educational activities, staff/volunteers, amenities/infrastructure, cleanliness and quality of information. "Wildlife observation" which may be an important factor, was not included as an attribute since in most circumstances it is out of the control of ecotourism operator, especially in self-guided tours. On the other hand, as suggested by Tian-Cole et al. (2002) , "nature or wildlife observation is so pervasive in visiting a forest-based attraction that it permeates into all aspects of the experience". The selected attributes represented essential components of a typical ecotourism product.
Even the attribute "amenities/infrastructure" can be referred to access roads, bird watching platforms, educational facilities and eco-lodges etc. in the context of ecotourism. Hence it is likely that, even for hard-core ecotourist, trip quality can serve an important precursor for future behavioural intentions.
The observed strong positive relationship between previous visits and future behavioural intentions in the model supports Hilgard and Bower's concept of "generalization phenomenon" or the "carryover effect" in making similar choices (Hilgard & Bower, 1981) . Such a relationship between previous visits and future behaviours has been documented in previous works (Williams et al., 1992; Morwitz, 1997; Ouellette & Wood, 1998; Yuan et al., 2008) . Previous visits having direct and indirect effects on future behavioural intentions in quality-satisfaction domain further buttresses Pearce's (1982) argument of tourism experience percolating beyond a particular tourism destination, and having impacts on pre-visit, visit, and post-visit evaluation stages.
Relatively strong positive relationships observed between trip quality and perceived value, as well as between perceived value and satisfaction further reconfirms the mediating role of perceived value between service quality and satisfaction. The tested model further emphasizes perceived value as a critical antecedent of satisfaction. According to the model, perceived value showed no significant relationship with future behavioural intentions. This may be explained by visitors to forest-based attractions having environmentally oriented attitudes, and are more interested in having a quality experience. It appears that although perceived value plays a mediatory role between trip quality and overall satisfaction, deriving a better value for money may be secondary. Previous visits also showed a significant relationship with trip quality. This may be explained by visitors with previous experiences of visiting forest-based attractions in Sri Lanka tend to perceive that current trip would provide better quality or experience with ample opportunities to observe wildlife.
The study findings have several implications for recreational managers and ecotourism operators. In confirmatory with past tourism studies (Chen & Tsai, 2007; Lee et al., 2007; Yuan et al., 2008) , the present study suggests previous visits, trip quality, satisfaction and perceived value as important predictors of ecotourists' intention to revisit and recommend the destination as well as their propensity to engage in ecotourism in the future. Among these, trip quality is of special importance. In the context of forest-based recreation in Sri Lanka, recreational managers and ecotourism operators can better predict ecotourists' future behavioural intentions by assessing their subjective judgment of the trip quality. Visitors' revisit and recommendation intentions directly affect the ecotourism destination of interest, while visitors' intentions to involve in ecotourism in the future affect the ecotourism industry as a whole.
The model suggests that trip quality is an antecedent of perceived value, while perceived value significantly influences satisfaction. This calls for recreational managers and ecotourism operators to enhance the quality of their ecotourism products in such a way to give better value for the price. Enhancing trip quality may require building infrastructure to facilitate wildlife observation, improving on-site education, interpretation, information, and introduction of new ecotourism activities. Pricing strategies for ecotourism products should consider creating better value for customers. Ecotourism operations that provide quality experiences at a good price are likely to have satisfied and growing visitor base. In a typical ecotourism experience, the extent to which an ecotourist can observe the wildlife or nature without disturbances can have stronger effect on overall satisfaction than anything else, especially for a hard-core ecotourist.
Hence, incorporating effective wildlife management and visitor controlling strategies are also important.
Study Limitations and Paths for Future Research
Present study has certain limitations, and lays the foundation for future research on several lines. In this study, the data collection was carried out over a four month period from September 2009 to January 2010. There was a need for accelerated data collection due to time constraints. Hence the sample captured in this study represents only a section of the visitors to forest-based recreational sites in Sri Lanka. Data collected at least in a one year period would have yielded a more accurate cross-section of visitors to forest-based attractions in Sri Lanka.
In this study, the proposed model was developed to explain the ecotourist behaviour. However, information from all visitors who visited study sites was used in behaviour modelling. Hence, it essentially explains the behaviour of individuals visiting forest-based attractions in Sri Lanka rather than the behaviour of true ecotourists.
Numerous ecotourism scholars have contested defining ecotourists based on the type of sites visited, or on-site activities criteria (Tao et al. 2004; Kerstetter et al., 2004 , Perera et al., 2011 . Using a motivatioal and behavioural approach, Perera et al. (2011) developped profiles of visitors to forest-based destinations in Sri Lanka, and identified four distinct visitor groups i.e. ecotourists, picnickers, egoistic tourists, and adventure tourists. Hence, future studies can be conducted to better explain true ecotourist behavior by initially developping visitor profiles with sufficiently large samples, and then testing the model on visitor segment that represent ecotourists.
Present study was solely focused on visitors to forest-based attractions in Sri Lanka. In fact most studies on ecotourism have been based on national parks or wildlife refuges (Uysal et al., 1994; Tian-Cole et al., 2002; Kerstetter et al., 2004; Lee, 2007) .
However, the concept of ecotourism goes beyond forest-based sites, and may include any nature-based or culturally significant destination. Future studies can include other ecotourism operations associated with marine and other aquatic ecosystems, as well as ecotourism operations focused on rural and cultural attractions. However, this study results can be generalized satisfactorily for visitors to forest-based attractions since the study sites selected included variety of forest types.
The proposed model showed a satisfactory performance with predictive model constructs accounting for 64% of the variance in future behavioural intentions. In this hypothesized model, satisfaction and perceived value were measured using single overall measures. Tourism scholars debate on the appropriateness of using single overall measures over multiple items to measure satisfaction and perceived value. Some studies have utilized multiple items to measure satisfaction (Tian-Cole et al., 2002) .
Future studies can also experiment with improving the proposed model by using multiple items to measure satisfaction and perceived value.
